Summary
Introduction
The new approach which has overshadowed in the world of production and trade is based on customer and his requirements. That is to say that providers of products and services, moreover paying due attention to the quality of presented product and services, consider all activities which will result in creating value added to customer (Watson, 2002) . On the other hand, production and economic institutions, moreover considering organization and internal resources, need to the management of foreign resources related to the organization. This subject is more tangible in competitive field especially for attaining high market share. Accordingly, all activities of planning supply and demand, providing materials, producing product or presenting services, preserving goods, controlling inventory and balance, distributing, delivering, etc., which were carried out previously in an organization, have been transferred to the logistics. Managing and coordinating all these activities is the key issue in a supply chain. Logistics carries out this activity in the best way, in which, customers can receive quality goods and services confidently with the appropriate speed and quality and also with the least price. But for the implementation of this activity, logistic management should be taken into consideration comprehensively. This issue should also be considered that all duties and activities, which are carried out in the length of supply chain, should be managed strategically provided that performance of all sub, individual and organizational systems should be increased (Tan, 1998) . However, a comprehensive supply chain management strategy should be taken into consideration as well. A comprehensive strategy is the strategy that can bring about universality and integration internal activities of a production organization and universality and integration between extra-organizational suppliers and customers with the aim of creating value added for final customer coupled with bringing about a superior performance in terms of quality and organizational performance (Vasiljević et al., 2013) . It seems undisputed that logistics constitutes a key success factor for breweries. However, in the current literature, issues relating to 'market oriented business management' are given top priority on the basis that they are about the fundamental customer orientation. Logistics is classified as a 'backroom' function and seen rather more as a 'practical' support activity (Šomođi, 2003) . However, in breweries, logistics cannot validly be confined to a pure 'fulfilment' activity.
Marketing focused on demand creation and logistics was a stand-alone function supporting sales by satisfying marketing-induced demand (Angeles, Nat, 2011) . This separation was implemented organisationally in the majority of firms establishing the functions as independent departments (Rinehart et al., 1989 ).
However, logistics and marketing are intrinsically linked because logistics entails the physical distribution of goods to customers. Therefore, efficient and flexible logistics systems can be a requirement in meeting specific customer desires. Logistics systems can be structured in such a manner as to generate significant competitive advantages. (Bešlić, 2010) . However, to achieve this, logistics and marketing should not be viewed as separate functions. A strict separation may present difficulties, because the primary objectives of the individual (separated) functions may seem almost contradictory (Zentes, 2004) . Coordination between logistics and marketing is therefore essential, and this corresponds with traditional organization theory (Lambert, Cook, 1990 ).
The aim of this study is to analyse the combined impact of logistics performance and marketing performance on overall company performance.
Theoretical framework and background of research
In past, managers were trying to improve performance of organization based on what had been defined within the framework of their duties merely. But supply chain managers should consider that how much organizational strategies, as used by the managers of the organization, will affect on chain participators? Because, it is possible that effort to maximize performance of organization may diminish negative effect on performance of supply chain and may increment its competitive advantage. Supply chain performance will be maximized only when we select an intra-organizational strategy, based on which, all members are cooperating with each other for maximizing chain value. Thereby, additional cost and time of one part is restored by the other part and chain performance and eventually, performance of the organization will be increased. But if each of chain members carried out their duties to maximize value of unit of their activity, the result of this activity will merely increase unnecessary costs (Chopra, Meindl, 2004) . Creating value added for final customer is the main objective of supply chain management with the aim of reducing costs generally and such value added should be reflected to customers in cost, quality, flexibility and delivery of product or service which are components of supply chain (Kenneth et al., 2008) . In 1997, Moorish and Clinton presented a design as a base for conducting research activities on supply chain in future. In this design, empowerment of logistics and transport established relationship between supply chain structure and its performance. Wisner (2003) assumed that there is a positive relationship between logistics strategy and organizational performance. Stank (2002) and Lin (2006) placed special emphasis on the universality of logistics processes in the length of supply chain for better meeting of customer's demands. Lai, K and Cheng (2003) emphasized on the importance of transport logistics in supply chain because, providers of logistics services establish relationship between suppliers, producers, sellers and end consumers. They state that providers of logistics services should concentrate on increasing supply chain performance, based on which, performance of the organization will be improved. Kenneth (2008) studied on the effect of supply chain management strategy on logistics performance and organizational performance. They presented a model that logistics performance was affected by supply chain management strategy, based on which, stated that supply chain management strategy and logistics performance affect financial and marketing performance. But in this study, we have used a logistics performance model for studying relationship between supply chain management strategy and organizational performance, that is, logistics performance which affected by supply chain management strategy. It should be noted that logistics performance and supply chain management strategy will affect organizational performance. The conceptual model of this study is as follows: • Financial performance 1st Hypothesis: There is a significant relationship between supply chain management strategy and logistics performance. 2nd Hypothesis: There is a significant relationship between supply chain management strategy and marketing performance. 3rd Hypothesis: There is a significant relationship between supply chain management strategy and financial performance. 4th Hypothesis: There is a significant relationship between logistics performance and marketing performance. 5th Hypothesis: There is a significant relationship between logistics performance and financial performance. 6th Hypothesis: There is a significant relationship between marketing performance and financial performance.
Supply chain management strategy is defined to a strategy which can 1-set up universality and integration in trade activities (purchasing, producing, selling and logistics) which is carried out in the length of chain, 2-set up maximum value for end users, and for setting up this strategy, the activities should be applied that improve cooperation and confidence relation between chain participants (Cohen, Roussel, 2005 and Wisner, 2003) . In this study, we state logistics performance as follows: "Ability of delivering goods and services to appropriate amount and in logical time, according to the requirement of customer." Such ability can be evaluated with customer satisfaction, delivery speed, delivery flexibility, delivery dependability) (Bowersox et al., 2000) . In this study, we use five criteria of delivery speed, delivery flexibility, order full capacity, responsiveness, and delivery dependability (Kennethet al., 2008). Marketing performance shows ability of organization in increasing sales and market share growth than its rival (Green, Inman, 2005 and Green et al., 2006).
Logistics and Marketing: Interdependencies and Dependencies
In the area of marketing, the customer orientation is paramount. The objective is to align the value chain to customer needs. It is for this reason that the integrated marketing philosophy has assumed more of a relationship orientation since the 1990s (Bruhn, 2001 ). This has lead to the dominance of such objectives as customer satisfaction and loyalty and the long-term development of customer relationships. This orientation is expressed in the increasing importance of customer relationship management (CRM). Three dimensions describe marketing performance. Firstly, there is demand stimulation ('sales performance'), that is, the direct effect on revenue. Secondly, marketing activities attempt to encourage customers to accept price increases. This is expressed not only in an increased potential sales volume, but also in the fact that marketing activities can increase the realisable margin ('profit performance'). The third dimension ('customer performance') relates to the effect on customer satisfaction and customer loyalty. In this context, marketing measures can form long-term customer relationships which have a long-term effect on customer value to a firm. The short-term objectives of logistics are almost the opposite of the above marketing goals.
Whereas marketing is organised primarily around customer needs, which may mean diversification, variety, flexibility and greater complexity, logistics objectives are generally to reduce complexity in order to make processes more efficient and, wherever possible, to arrive at 'simple' logistics solutions. Classic logistics solutions strive mainly towards a deterministic time series of orders and deliveries, and at improving the ability to plan and forecast. In a broader sense, marketing also opposes the 'logistics preference' for a stable time series for sales or deliveries. In order to meet customer needs to the greatest possible extent, marketing often has to destabilize the time series. This is reflected in a variety of forms in value-added processes. A wide range of products, sales promotions, customising, and avoidance of out-of-stock situations are only a few of the relevant concepts. However, it is not simply the increased complexity resulting from the marketing perspective which contradicts logistics objectives; there are also the logistically problematic effects of the inherently stochastic nature of marketing. These effects, which are caused by marketing actions, are difficult to forecast and quite often mean that time series are not steady and can be associated with fluctuations in demand, thus causing surplus stock or out-of-stock situations.
Whereas marketing objectives (both long and short-term) are primarily aimed at increasing revenue, logistics is concerned mainly with cost reduction. Logistics solutions therefore create flexibility, speed and reliability in the supply chain. This also means that, whenever possible, simple solutions can be implemented, creating lower inventory, lower transport costs, etc. Accordingly, the implementation of efficient processes is a primary concern. Logistics performance is therefore characterised by two main dimensions: 'logistics quality' and 'logistics costs'. Logistics quality relates to the satisfaction of demand, the extent to which the right products can be delivered to the right destinations at the right time and in the right quantities ('4r') (Pugh, Hickson, 1976) . The relevant logistics costs are transport and inventory costs in particular and also those related to asset commitment.
Logistics Performance and Marketing Performance
The faster and more flexible the logistics system, the more successfully customer needs are fulfilled (Zentes, 2004) . Efficient logistics systems save costs, which can, in turn, be passed on to the customer. Subsequently, this has a positive influence on customer satisfaction and loyalty. Efficient logistics systems are also a prerequisite for an Everyday Low Price (EDLP) strategy, because such strategies can only be pursued where cost structures are efficient.
These examples of the chain effects demonstrate the interdependence and positive interrelationship between marketing and logistics performance. A logistics system which is optimally organised can also satisfy customer needs optimally, because there will be a rapid and flexible reaction to such needs, and out-of-stock situations will be avoided. Conversely, when marketing objectives are achieved, logistics goals can be so as well. Marketing activities do not always entail 'destabilisation' of sales. For example, EDLP-strategies usually lead to stable sales.
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Therefore, effective marketing activities can, for example, enable the avoidance of stock surpluses and their associated high capital costs, and sales can thus be stabilised.
Marketing and logistics in relation to value creation play an important role in servicing and satisfying customer needs. Marketing focuses on demand creation by adopting a certain marketing mix, whereas logistics is concerned with satisfying customer needs through optimal fulfilment of the physical conveyance of the goods. The close relationship between marketing and logistics is clearly evident and necessitates the coordination of the two functions. The benefit of an effective coordination of the marketing and logistics areas therefore seems indisputable. Even though there is a range of ECR (Efficient Consumer Response) recommendations in the literature relating to the (assumed)interrelationship, the effect of an inter-functional coordination of marketing and logistics on performance has only been analysed in a few in-depth theoretical studies (Ellinger et al., 2000) .
The benefits of an intra-organisational coordination of marketing and logistics may result from variety of different considerations. In this context, inter-functional interaction between the areas is the most important. Formally regulated collaboration, for example, information exchange, leads to quantitatively and qualitatively better information being available for marketing and logistics decisions (Ellinger et al., 2000) . Coordination reduces complexity and uncertainty, has a positive effect on the quality of the decision making process and improvesaccording to information processing theory-the information processing capacity of the company. Consequently, it has a positive effect on marketing and logistics performance.
At the primarily inter-personal, often informal level, communication also exerts a positive influence on the relationship between those two areas. Intra-organisational communication between marketing and logistics creates trust, particularly at a personal level between staff members. This improves marketing and logistics performance and subsequently the overall performance of the breweries. All in all, a positive relationship between the coordination of marketing and logistics and the performance of these areas may be assumed.
Inter-organisational Coordination of Logistics and Marketing
In the context of inter-organisational approaches to marketing and logistics coordination of different players within the value chain, the approaches of ECR are particularly relevant. ECR is central to the development of concepts for exploiting inter-organisational potential through the structuring and control of value chains for supply chain management and category management.
These approaches are aimed at inefficiencies which can occur when each single valueadded partner is considered in isolation. Inefficiencies of this type, which can result from the isolated planning of materials or order quantities along the value chain, is characterised by the 'bullwhip effect'. This occurs when sales or order quantity fluctuations swing upwards through the various value-added stages, with the amplitudes increasing at each stage. The effect demonstrates how pervasive inefficiencies can arise mainly from delays caused by uncoordinated planning cycles, inconsistent and possibly out-of-date customer information or sales data. This then impacts on planning and reduces the transparency of supply and materials quantities beyond the specific value-added stage. The main approach to solving these difficulties is the implementation of comprehensive inter-organisational information and planning systems, allowing an information flow which reduces inefficiency.
In a similar manner to data flow at the intra-organisational level, data flow between manufacturer and retailer is also associated with a better quality of data at the various stages of the value chain when the appropriate systems are in place. This quality enhancement results mainly from both a broader database and more comprehensive information from a variety of perspectives, i.e., manufacturer and retailer, marketing and logistics information. The coordination and transparency yielded by the information flow have a positive effect on overall company performance (Angeles, Nath, 2001).
Value-added partners need information from both marketing and logistics in order to achieve intra and inter-organisational coordination. Inter-functional integration is therefore a requirement for the successful provision and processing of information, as well as for effective decision-making processes. Conversely, the information and data yielded by interorganisational coordination processes also assists internal coordination by providing targetoriented information for both areas.
External and internal coordination establish coordination and relationship expertise. This expertise and information can be used as the basis for new coordination processes and to support existing processes.
Empirical Study
In this paper, measurement tool is the questionnaire which has been designed and compiled by Kenneth and et al in 2008. Since validity and reliability of evaluation tool in each study were necessary, survey was taken from researchers and thinkers in the field of researching with relation to the accuracy rate and transparency of questions in questionnaires to take into consideration of validity of questionnaire. A written survey of 110 randomly selected managers in brewing companies, using a standardised questionnaire, was conducted in the second half of 2015. The questionnaire was sent by mail or email. It could be completed as a paper hard copy and returned by mail, completed in a PDF document and returned by e-mail, or done online (online questionnaire). By the beginning of December 2015, 92 questionnaires had been returned (70 per mail, 22 online). Of these, 5had to be rejected, so that a total of 87 questionnaires remained which could be used for the investigation.
The measurement model was evaluated using the empirical data. Cronbach's Alpha Coefficient method was used for the measurement of reliability. Thus, alpha was calculated through the application of SPSS software after presentation of 20 questionnaires as protest. Based on the obtained results, reliability coefficient of the questionnaire stands at above 0.7 thanks to the variables which shows that the specified questionnaire enjoys enough stability and reliability.
Due to the observance to the methodology, analysis of research questions of the study is related to the correlation method which was carried out in two inferential and descriptive EP 2016 (63) 4 (1157-1168) Dragan Ilić, Aleksandra Tešić statistics levels. In descriptive section, statistical analysis such as frequencies and percent was used. In inferential statistics, Pearson Correlation Coefficient, Coefficient of Determination, Multivariate Regression Analysis was used thanks to the nature and level of measurement of variables (relative, nominal, ordinal and distance). Since model of this research is of a structural equation model, Path Analysis Method was used for evaluating it. It should be noted that Path Analysis Method is a technique which enable us to comprehend relative significance of direct and indirect bonds and neutrality of the model with a set of data as well. This study follows two aims: 1-Identifying existence of relationship, 2-setting direction, severity and type of relationship between variables. Significant level has been considered α=0.01 for all hypotheses.
In this way the theoretical assumptions (hypotheses) are empirically tested and confirmed in the research undertaken on brewing industry in Serbia.
Analysis of Empirical Results
Beginning with the relationship between marketing and logistics performance, the correlations between all sub-dimensions of marketing and logistics performance are positive and significant ( Table 1. ). Overall, based on the results, a positive reciprocal relationship between marketing and logistics performance is obvious. The analysis of the effect of marketing performance and logistics performance on that of the company as a whole, also reveals a positive influence of these performance dimensions on overall company performance ( Table 2. ).
Regarding the influence of marketing performance on overall company performance, it is firstly clear that the respective dimensions merely have an effect on the dimension of company performance. Thus, sales and profit performance have a predictably greater effect on company performance, whereas 'customer performance' (which is particularly well aligned to customer needs) mainly influences the ability of a company to adapt to market forces and to innovate successfully. As a whole, the influence of logistics performance on company performance appears to be particularly important. Thus, the effects of logistics quality and logistics costs have a significant impact on overall company performance. Logistics is an important influence factor on the competitiveness of a company. Furthermore, it also has comparatively high influence on company's flexibility. 
Conclusions and Implications for Future Research
The results, showed that chain management strategy has established significant relationship with each of three types of performance (financial, marketing and logistics). Relationship and correlation with the organizational performance (0r= 0.469) and marketing performance (r= 0.425) is found "weaker" but it is found "more" with the logistics performance (r=0.535) Also, logistics performance has significant relationship with the company performance (financial and marketing). With due observance to the Beta coefficient in multivariate regression, it has left the highest effect on marketing performance. It should be noted that marketing performance leaves the highest effect on company performance and correlation is very high between these two variables. (r= 0.713) The results, obtained from model analysis through the use of Path Analysis Method, showed that model enjoys fair fitting. With the calculation of variables' direct and indirect effects, it was specified that the highest effect is related to the marketing performance variable which affects financial performance. The results obtained from correlation coefficient and multivariate regression coefficient showed authenticity of the last issue. Marketing performance accepts the highest effect from logistics performance thanks to the results obtained from multivariate regression analysis and a superior logistics performance is originated from implementation of supply chain management strategy. Implementation of supply chain management strategy results in improvement of logistics performance, based on which, marketing performance will be affected. Since logistics performance has been considered as a basis of evaluation of supply chain management strategy, providers of logistics services should concentrate on increasing supply chain performance. Consequently, performance of the organization will be increased. By the way, quality goods and services can be presented according to the requirement of customers appropriately in the shortest time possible and with fair price through implementation of a strategy based on universality and integration with customers and suppliers, processes and activities, and implementation of those activities which improve and intensify cooperation and trust relationship among participants. At last, marketing performance is the most important
